SPECIAL REPORT 


FOOTBALL ’94: 

It's a New Ballgame 

Prior to the opening day kickoff last year, 
the NFL looked as if it would have to accept 
unprecedented cuts in the TV rights payments 
from broadcast and cable networks. This year the 
league is flush from lucrative new TV deals that 
will bring it nearly $4.5 billion during the next four 
years. The owners have Fox to thank. It plunked 
down $1.58 billion to unseat CBS as an NFL 
broadcaster. Fox promises to bring more than 
cash to the NFL. Led by Fox Sports President 
David Hill, the upstart network plans to draw new 
viewers to the game with some original twists on 
production and a heavy dose of promotion (page 
28). ABC, ESPN and NBC will be back with 
enough college football to satisfy most Saturday- 
afternoon fans (page 32). Complementing the 
network’s national coverage of the collegiate game 
will be the conferences' local and regional 
offerings. And radio, of course, will be at virtually 
every stadium, the big league stations paying 
$54.4 million for NFL rights (page 32). 

NFL on Fox: 

‘Same game, new attitude’ 

By Steve McClellan 

I t’s a beautiful day in autumn, and 
the setting is rustic, with a country 
church in the background. The 
scene opens with a tall, muscular, and 
rather imposing man singing “Amaz¬ 
ing Grace” in a husky voice that defi¬ 
nitely would not be mistaken for that 
of Pavarotti. 

The man turns out to be Reggie 
White, star defensive end for the 
Green Bay Packers. White, we learn, 
is an ordained minister. The scene cuts 
to the same man. this time in uniform 
on the field, delivering a bone-crush¬ 
ing blow to a hapless ball carrier, who, 


we have no doubt, suffers 
some pain from the 
encounter. White’s on-the- 
field moniker, we learn, is 
“the minister of defense.” 

Those who watch Fox will 
become familiar with this 
promotion spot, or some 100 
similar spots. The spots will be hard to 
avoid because Fox has promised the 
NFL it will air one or more of them 
every night of the year as long it has 
the National Football Conference 
franchise. 

The network has earmarked what 
sources say is close to $100 million— 


in production resources, air¬ 
time and the biggest media 
budget ever allocated to a 
Fox series—to deliver on 
that promise. Fox snatched 
the NFC franchise from 
CBS earlier this year with a 
bid of $1.58 billion over 
four years, or $395 million per year. 
The network is spending another $ 100 
million-$150 million to produce and 
distribute the games. Included in that 
expense is the hiring of big-name, 
high-priced talent such as John Mad¬ 
den, Pat Summerall and Terry Brad¬ 
shaw, all wooed away from CBS. 
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Hot ‘Ticket’ 

National Football League executives say 
they’re pleasantly surprised by the num¬ 
ber of subscribers—70,000—who have 
signed for Sunday Ticket, the satellite TV pack¬ 
age of regular season NFL games for backyard dish 
owners and commercial establishments, restaurants and 
bars. About 98% are consumer subscribers, paying $99 for 
the season. The rest are commercial customers, including such chains 
as Hooters, El Torito, Chi-Chi’s, Charley Browns and Reubens. 

Several C-band home satellite programers are selling the NFL pack¬ 
age, including TVN Entertainment, which is also supplying the satellite 
transponders on AT&T’s Telstar 303. —SM 


Madden has the sweetest contract, 
which reportedly will earn him close 
to $30 million over four seasons. 

It’s all part of Fox’s “same game, 
new attitude” approach to covering the 
NFC. As Fox Sports President David 
Hill notes in an interview (page 28). 
much of the new attitude has to do 
with promotion—letting hard-core 
NFL’ers know the NFC has moved, 
but also pitching younger, less foot¬ 
ball-savvy viewers to tune in. The pro¬ 
motion blitz, which started in March 
and has picked up speed in recent 
months, has been well received by 
many affiliates. But others say it’s too 
much—and that by putting so much 
emphasis on the NFL, the network is 
taking away much-needed promotion 
from the core network. 

“They’ve gone way too far in pro¬ 
moting this franchise,” grouses one 
general manager at a top-25 affiliate. “I 
don’t have any doubt the NFL numbers 
will go through the roof, but it’s at the 
expense of everything else.” The gener¬ 
al manager reports that Fox delayed its 
usual ration of July co-op advertising 
money. “They’re holding it up for the 
fall ” he says. “But what really bothers 
me,” complains the upset GM, “is that 
in the off-season, they’ll be promoting 
this game, when shows like Models Inc, 
and X-Files can really use the help.” 

But other Fox affiliate executives, 
including Robert Leider, general man¬ 
ager, wsvn(tv) Miami, support their 
network’s promotion strategy. “1 shared 
some of those feelings early on,” says 
Leider. “When they first mentioned the 
year-round plan, 1 was puzzled. But 
they are very effective and entertaining 


spots. They really highlight the mar¬ 
quee value of the NFL and do a good 
job of selling the league. I’m not so 
sure it’s been marketed correctly in the 
past.” 

Gregg Filandrinos, general manager, 
kdnl-tv St. Louis, and chairman of the 
Fox affiliate advisory board, agrees; “I 
think the NFL gives us a great opportu¬ 
nity to get new viewers, so if it comes at 
the expense of promoting other pro¬ 
grams as much as you might like, that 
may be necessary.” 

As far as the forfeiture of July co-op 
money, Filandrinos says: “I’m OK with 
that. It’s a small price given the upside. 
1 know our competitors are running 
scared. The local NBC affiliate here, 
ksdk, has a negative research piece cir¬ 
culating in this market about how the 
NFL will do on Fox. When people start 
doing that, you know they’re doing it 
out of fear.” 

How will the NFL do on Fox? 
Advertising agency predictions are 


mixed, with some, such as McCann- 
Erickson’s Joel Segal, predicting a 
10%-15% drop, largely due to Fox’s 
station lineup, despite recent upgrades. 
But others believe Fox should do at 
least as well as CBS did last year, when 
its NFC coverage averaged a regular 
season 13 Nielsen rating, the same as 
the previous year. 

Hill won’t say what he thinks the 
NFL will do on Fox. But others inside 
the network say there will be celebrat¬ 
ing if it gets a 13 or better. On the sales 
side, agency executives report that Fox 
is not granting a blanket guarantee. 
Instead, they say, Fox has negotiated 
different guarantee provisions with 
major clients. In most cases, the execu¬ 
tives say, the guarantees address specif¬ 
ic demographics, although a few clients 
may receive household guarantees. 

Sources familiar with Fox’s sales 
effort say the network has billed 
roughly $200 million in NFL orders 
for the coming season and probably 


BowHng for big dollars 

A 30-second commercial during the 1995 Super Bowl on 
ABC next January will cost $1 million, a record price and 
an 11% increase over last year’s $900,000 price tag. 

That’s the rate-card average for spots during the game, 
according to agency executives. The spots in the first half 
of the game are priced slightly higher, at $1.025 million, 
while the spots in the second half are priced at $975,000. 
The second half of the game generally is valued lower 
because viewing tapers off, particularly with the lopsided 
games of recent years. 

“What ABC is saying is, those are the stand-alone 
rates, come and talk to us,” said one advertising agency 
source with knowledge of the rate card for the games. 
Although ABC is talking to advertisers about the game, 
the network is not talking to the press about its sales strat¬ 
egy. A spokeswoman said sales executives think it’s 


“premature” to talk about sales 
in the game at this point. 
Agency executives say the net¬ 
work could have 55-60 spots in 
the game, and thus will proba¬ 
bly gross $55 million-$60 mil¬ 
lion. Many advertisers declined 
to comment on whether they’ll 
be in the game. A typical com¬ 
ment came from AT&T’s Jim Speros: “For competitive 
reasons we just don’t discuss it.” However, a spokesman 
for Anheuser-Busch said the brewer has committed to the 
game. “We’ll be back in a big way.” Although he declined 
to discuss strategy, he suggested that the “Bud Bowl” 
spots would return: “The Bud Bowl has been tremen¬ 
dously successful for Anheuser-Busch wholesalers and 
retailers and popular with viewers, so I’ll let you draw your 
own conclusions.” — SM 
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will end up with some $275 million 
by season’s end. That’s about 37% of 
the three-network NFL sales pie 
through the playoffs, but not including 
the Super Bowl, sources say. By com¬ 
parison, ABC will bill about $250 mil¬ 
lion and NBC will bill about $225 mil¬ 
lion. Fox’s sales president, Jon 
Nesvig, declined to talk specific num¬ 
bers, but he did say upfront NFL sales 
were “on par with or maybe a little 
ahead of CBS’s” effort last year. 
Despite the drop in ratings predicted 
by some, Nesvig reports cost-per- 
thousand pricing gains in the 10%- 
15% range. Agency sources confirm 
the gains, attributing them to the gen¬ 
erally improved overall sales market. 

A major concern of the NFL, says 
Hill, is the steady decline during the 
past 10 years of 18-34-year-old view¬ 
ers. According to Fox’s research 
senior vice president, Andy Fessell, 
viewing of Sunday afternoon games 


among men 18-34 is down 40% over 
the past decade or so. The league 
downplays the decline of younger 
viewers, and over the four years the 
drop in younger viewers has not been 
as bad. League officials do concede 
they are counting on Fox to bring in 
younger viewers. 

It seems that anyone promoting 
sports these days talks about turning 
players into household names, and 
Fox is no exception. According to 
Tracy Dolgin, vice president, promo¬ 
tion and advertising for Fox, the net¬ 
work’s “Under the Helmet” campaign 
and other personality pieces are trying 
to do just that. 

“What we intend to do through all 
the spots we’re producing is commu¬ 
nicate how great the sport is and sell 
the personalities of the game,” says 
Dolgen. “And not just our on-air per- 
sonalities like Terry Bradshaw or 
Howie Long or Jimmy Johnson, but 


also the football players themselves.” 

Many of the spots will air in prime 
time and will contain antiviolence 
messages as well. “We’ll have the 30 
or 40 top players in the game, with 
their helmets off, talking about staying 
in school, not messing with guns, and 
other themes—like telling viewers to 
get off their butts and start making a 
difference in their communities,” says 
Dolgen. “We will make stars and 
heroes out of these players.” 

Meanwhile, Fox is putting its own 
signature on the coverage with several 
innovations. For the first time, the 
games will broadcast in Dolby Sur¬ 
round sound, a benefit to viewers with 
stereo TVs. The network also is 
adding supersensitive parabolic 
microphones at points around the grid¬ 
iron to enable viewers to better hear 
the cracking of pads, helmets and per¬ 
haps a human bone or two. 

Another planned innovation is the 



One of the 


things we're 
trying to do 
is make every 
Sunday feet 
like Super Bowl 


David Hilt, president of Fox Sports 


I s your biggest challenge in pre¬ 
senting NFL games on Fox not 
violating what you’ve called a 
“sacred trust”? 

The biggest challenge always has been 
getting on the air clean. CBS did a ter¬ 
rific job. As we have said from the get- 
go, our main goal is to get to Sept. 5 
and look as good as CBS did in its final 
championship game last January. We’ve 
always felt if we [can] match what CBS 
did, we [will] have done our job. 


David Hill diagrams Fox’s 


So you’re trying to replicate what 
CBS did? 

I’m not saying replicate at all, I’m saying 
looking as good as CBS did. Because 
we have brought together a very talent¬ 
ed group of people from CBS, ABC, 
NBC, ESPN and freelancers. What was 
terrific was when we completed a four- 
day seminar a couple of weeks back. 
We started the week out as CBS peo¬ 
ple, ABC people, NBC people, and we 
left as Fox Sports. It is going to be a 
very interesting mix. 

One of the key studio analysts, for¬ 
mer Dallas Cowboys coach Jimmy 
Johnson, failed to make the seminar. 
Some of the other on-air members of 
the team weren’t too thrilled, most 
vocally, Terry Bradshaw. And John¬ 
son’s not exactly a seasoned broad¬ 
caster. How serious was that in terms 
of his need to mesh with the others? 
If we’re talking about this as the Fox 
football family, every family I’ve ever 
known has had its disagreements. And 
if there’s disagreement between Terry 
and Jimmy, so be it. I don’t want every¬ 
one sitting on that studio set agreeing 
with each other. I’m expecting them to 
rip every team apart to give the viewer 
a sense of what will happen in that 
game. So if there are opposing points 


of view, let's hear them. There will be 
opposing points of view; there’s no 
doubt about that because with those 
egos sitting around that table, there 
[are] no Milquetoasts who will defer. 

Is the studio on-air team ready? 

Absolutely. 

You aren’t trying to change the way 
viewers watch the game, like you 
did with cricket in the UK for Sky TV, 
or are you? 

No. The whole thing with cricket was we 
felt it needed—in England and Aus¬ 
tralia—a dramatic kick in the butt to 
make it more exciting. That is simply not 
the case with American football, which 
is covered extremely well. It doesn’t 
require major surgery to bring it kicking 
and screaming into the 20th century. It 
is the best-covered sport in the world. 

Same game, new attitude. That’s the 
NFL-on-Fox slogan. Define new atti¬ 
tude. 

New attitude comes in a lot of areas. 
New attitude is, first and foremost, in the 
way we promote and market the game. I 
think that everyone I’ve spoken to has 
been astounded by the quality of the pro¬ 
mos we’ve put out there. And the quanti¬ 
ty. But that’s something that Mr. Murdoch 
promised the NFL—that we would pro- 
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THE NFL TV PLAYERS 

How much—and how much more— 
the networks will pay 



NBC 


$868 

million 

+15% 




$920 

million 

+ 2 % 


$524 

million 

+17% 


$496 

million 

+ 11 % 


Note: PcrcentaK*$ represent increase over what the networks paid for Hie 
same rights packages under previous 1990-93 deals. Overall, the new 
deals represent a 21% increase. 


up-to-the-second “Fox Box’’ 
scorer. Instead of retying on 
people to call in scores during 
the games, the network is devel¬ 
oping software to interface with 
computers in the scoreboards at 
stadiums around the country so 
that the Fox Sports studio in Los 
Angeles and remote coverage 
sites have the updates in real 
time. But Fox tekkies still are 
working on the software. “We 
hope to have it operational for 
the start of the season on Sept. 

4, software willing,” says Hill. 

But Hill warns not to expect too 
much new technical wizardry. Helmet 
cameras, for example, although not 
new, are not in coverage plans for this 
year or next. Shots from such devices 
are best when used sparingly, he says. 
“You never use a gimmick for a gim¬ 
mick’s sake.” 

Last week Fox was putting the fin¬ 


ishing touches on graphics and the net¬ 
work’s new Los Angeles-based inulti- 
million-dollar NFL studio. The studio 
includes the so-called main present 
desk, where studio host James Brown 
and analysts Terry Bradshaw, Howie 
Long and Jimmy Johnson will open 
each Sunday telecast. The set also 
includes a “coaches corner” for demon¬ 


strating and diagraming plays, 
the setting for which is a minia¬ 
ture football field surrounded by 
football memorabilia. 

Now, after months of prepara¬ 
tion, it’s nail-biting time. But 
Hill plays it cool. “Look, if we 
start out with low ratings, we’ll 
work even harder, if that’s possi¬ 
ble, and hope they build. If they 
start out high, we’ll work just as 
hard to sustain them.” 

But sources close to Hill say 
he’s as crazed as anyone might 
expect someone in his position to 
be, trying to foresee and preempt last- 
minute glitches before the season kick¬ 
off Sept. 4. 

“Hey, Rupert [Murdoch] handed him 
a $1.5 billion franchise,” says one Fox 
executive. “You know damn well what 
the message is: Don’t f— it up. Hill 
knows that. And he’s spending countless 
millions more to see that he doesn’t.” ■ 


football strategy 


mote and market it more aggressively 
than has ever been done before. There’s 
a whole raft of other things that we are 
doing, beyond direct marketing of the 
games. For example, we’re taking a lot of 
care and attention to spots in prime time, 
which we’re calling Linder the Helmet, a 
sort of up-close and personal look at NFL 
football players. 

That kind of gets back to what the 
NBA is credited with doing first and 
best—picking and promoting its top 
stars for celebritydom. 

One of the things that was felt about 
the NBA was that the players there 
didn’t wear helmets and therefore 
more easily became celebrities. So we 
think these spots, about the players’ 
lives on and off the field, can address 
that. They’ll also have an antiviolence 
message. Every night of the year we’ll 
have one of these spots highlighting an 
NFL personality, with an underlying 
antiviolence message as well. That's 
all part of the commitment to the NFL. 
And it’s part of the new attitude. 
What’s the advantage of a one-hour 
pregame show? 

This sounds flip, but really what you can 
do is put twice as much in it. This whole 
effort is aimed at the fan. If you go to a 
game, you don’t show up at 1 p.m. 


You’ll show up an hour or an hour and a 
half early. You’ll sit in the stands, watch 
the teams warm up, read your program, 
talk to your friends about the likely out¬ 
come of the game and so forth. We 
think we can do all that better in a one- 
hour pregame. We’re not calling it a 
pregame per se. We’re not giving it a 
separate title because we believe it’s an 
integral part of the package of football. 

You’ve said you see the pregame as 
a combination NFL Today, 60 Min¬ 
utes and Entertainment Tonight. Are 
you going to do investigative series 
on the sport? 

No. The reference to 60 Minutes is 
when they profile someone, you really 
get to know what makes that person 
tick. We’re not a news program at all 
and not planning investigative news 
stories of any sort. 

You’ve said you hope to make the 
telecast more appealing to women. 
How do you do that? 

The research shows that a lot of women 
already watch and that the key thing 
women want is a deeper understanding 
of what makes the game work. So what 
our analysts have to do is take a great 
deal of care to explain why a play 
worked, so that it’s perfectly under¬ 
standable by the nonfootball addict. And 


it’s not just a female thing—a lot of guys 
don’t really understand it either. 

The John Madden-Pat Summerall 
games throughout the regular sea¬ 
son will have 12 cameras, eight tape 
machines and two super slo-mo ma¬ 
chines for coverage—which is the 
equipment quota CBS reserved for 
the NFC Championship game. Isn’t 
that overkill? 

One of the things we’re trying to do is 
make every Sunday feel like Super Bowl 
Sunday. The number of cameras you 
have is dependent on the director, and 
Sandy Grossman [director of the Mad- 
den-Summerall telecasts] is the best 
NFL director there is. Not all the games 
we cover will have 12 cameras; some 
will have six or seven. [CBS went as low 
as four.] We just want to make sure that 
[each game], from the top game down to 
the game that might only be seen in two 
cities [is] covered as if [it’s] the most 
important game of the season. We don’t 
want viewers to feel disenfranchised. 

What do you think the games will do 
in the ratings? 

I'm too long in the tooth to predict num¬ 
bers. I know what I hope we’ll do. But 
I’ve lost a lot of money over the years 
predicting what a pony will do. We don’t 
really know. It’s up to the viewers. You 
know what a fickle bunch they are. If we 
get low numbers, we’ll hope they build, 
and if we get high numbers, well hope 
they’ll sustain. ■ 
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Fox adds pages to its technology playbook 

Network is beefing up equipment arsenal for NFL debut 

By Chris McConnell 


T he “new attitude” in Fox’s NFL 
coverage will come from new 
parts the network is adding to 
TV’s football production machine. 

Since signing its NFL contract last 
December, the network has been 
scrambling to assemble a system 
capable of producing and distributing 
football—a project that has called for 
procuring a new satellite contract with 
AT&T, a new fiber backhaul infra¬ 
structure from Vyvx and new opera¬ 
tions control rooms at the network’s 
production center. The buying spree, 
however, has not stopped with the 
bare essentials of getting the games 
from stadium to living room. In the 
hopes of pumping new energy into the 
NFL games with more camera looks, 
more crowd noise and more game 
information, Fox also will be taking 
the field this fall with a series of tools 
new to week-to-week coverage of the 
league. 

“We wanted to bring the best pic¬ 
tures and the best sounds to people’s 
homes,” says Fox Senior 
Vice President Andrew 
Setos, who adds the network 
plans to bring at least as 
many cameras and tape 
machines to each game this 
year as were brought to the 
“A” game in years past. On 
any given Sunday, he says, 
the network will be renting upwards 
of 70 cameras, all of them CCD units. 

Most of those cameras will come as 
part of the leasing arrangements Fox 
has made with various mobile studio 
providers to cover the games. As part 
of its efforts to innovate. Fox will be 
adding its own gear to the trucks it 
rents, NEP Supershooters’ Sales Man¬ 
ager Marcy Hohn says her company’s 
truck will be getting graphics and 
disk-recording equipment from the 
network. 

‘Tm seeing them experiment with 
some new technology,” says Hohn, 
whose company is providing the truck 
Fox will use to produce the John Mad¬ 
den game each week. Others provid¬ 
ing trucks for Fox’s coverage are Uni- 
tel Mobile Video, Northwest Mobile 
Television and F&F Productions Inc. 


Fox Sports plans to implement Pioneer's concept of integrating re-writable laser disk 
machines with broadcast operations—conceptually shown above. The Pioneer units 
will store and index material gathered at the games. “This is a perfect use of random 
access, ” Fox's Andrew Setos says of the technology that will allow directors, for 
instance, to call up and air a series of quarterback sacks if commentator Terry Brad¬ 
shaw happens to mention that the day has been one of aggressive defense. Setos 
says Fox has an extensive array of such indexing categories to support spontaneous 
comments with instant video. Fox has bought 15 of the machines . 


FOX 


Fox Field Operations Vice 
President Jerry Gepner adds 
the network expects to use 
trucks from additional 
providers during the season. 

Trucks also will get a 
super slow-motion camera 
from Fox, which plans to 
place one of the units at each game for 
rendering crisper, slower replays. The 
Sony BVP9000 camera systems— 
which list for $204,383—capture 
images at 180 frames per second. 

“We’ll have more super slo-mos 
than have been at most Olympics,” 
Setos says, adding that his company’s 
purchase of six of the units makes it 
the largest single owner of the Sony 
cameras. 

Fox will be outfitting the trucks 
with added audio gear, enabling them 
to send a surround-sound feed back to 
the production center in Hollywood. 
The company will lease encoding 
technology from Dolby Laboratories. 
The Dolby Surround technology 
allows for the transmission of four 
channels of audio over two stereo 
tracks. Fox has previously used the 


technology to deliver occasional 
sound effects for The Simpsons and 
Beverly Hills, 90210. This fall’s use of 
Surround sound will mark the first 
attempt at producing an entire football 
season with the audio technology. 

“In Dolby Surround, you really will 
feel like you’re on the field,” Setos 
says. To appreciate the full effect, 
viewers will need a two-speaker stereo 
system with the Dolby Surround 
decoder and two additional speakers. 
But even without such gear, Setos 
says, viewers will still hear better 
sound than they have in seasons past. 

The audio feed will carry sound 
from parabolic microphones placed 
around the field as well as one wire¬ 
less mike the network plans to hook to 
an official on the field. Fox has bought 
a series of Sennheiser EM 1046 micro¬ 
phones and plans to place them inside 
parabolic units, says Albert Zang, 
Sennheiser’s senior manager of pro¬ 
fessional products. 

Sound from the four field-side par¬ 
abolics will travel to a “sub-mixer,” 
which will mix the sound and then 
send the signal on to the audio mixing 
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room for integration with the rest of 
the audio for the game. Mixers in the 
room also will be getting a sound feed 
from a wireless unit attached to the 
umpire behind the defensive line. 

The mike, says Dolby’s Jim Hilson, 
will allow viewers to hear the defense 
counter audible calls made by the 
team on offense. 

“I think it will be a dramatic change 
from what you’re used to hearing,” 
says Hilson, who participated in a trial 
run of the audio system Fox conducted 
during a recent Giants-Dolphins pre¬ 
season game. He says the mikes 
worked well during the audio “prac¬ 
tice.” 

Another new feature will come from 
the network’s use of scoreboard infor¬ 
mation at each venue. Rather than 
position a camera on the scoreboard, 
the network has developed an elec¬ 
tronic interface to take information 
directly from the scoreboard at each 
stadium. The device, called a “Fox 
Box,” will take information such as the 
score, down, possession and time 
remaining and deliver it to control 
rooms at the games and in Los Ange¬ 
les. Character generators will then use 
the information for on-screen displays. 

To deliver the graphics, Fox has 
purchased a fleet of machines from 
Chyron Graphics. The bulk of the 
graphics will come from the compa¬ 
ny’s iNFiNit! machines, with Chyron 
MAXINE! units delivering the scores 
from other games around the league. 
Another Chyron box, the CODI, will 
deliver the sketchpad effects used for 
reviewing and diagraming plays. 

All three of the graphics generators, 
Setos says, will be at each game Fox 
produces. The assembled machines, 
adds Chyron Vice President of Sales 
Ron Witko, should mean visible 
changes in the graphics to viewers. 
( Tm sure they’re going to be using a 
lot of transparencies and shading,” 
says Witko, who adds Fox will have 
four of the iNFiNit! machines for this 
fall’s football production. Network- 
compatible iNFiNit! machines such as 
those purchased by the network list in 
the $113,000 range. 

In addition to stocking mobile pro¬ 
duction units with such production 
hardware, Fox also will place some of 
the new graphics and laser disk 
machines at its coordination complex 
in Hollywood, where the network has 
expanded the number of coordination 
control rooms from four to eight to 


handle football. 

The network operations center will 
receive a signal from the production 
crews at each stadium, which will dig¬ 
itize the signal before sending it over 
Vyvx fiber. “It’s all digital right from 
the truck to our building,” Setos says. 
Feeds from each game will go to a 
coordination control room where they 
will be integrated with commercials 
and studio commentary. 

The network has gone to BTS for 
the primary routing equipment in the 
Hollywood complex, Setos says, 
although the facility also will use 
Grass Valley Group production 
switchers, including a Grass Valley 
3000-3 composite digital switcher that 
will assemble program signal in the 


on-air control room from feeds routed 
through a Grass Valley 7000 digital 
router. The assembled signal then will 
travel around the complex through a 
BTS Venus routing switcher. 

Although Fox does not say how 
much it is spending on its football 
production, a tally of price tags for the 
new equipment puts the investment 
near $20 million even before factoring 
in the cost of truck rentals. 

Earlier this month, the network was 
practicing with the new equipment in 
anticipation of an Aug. 12 preseason 
premiere. “We have done a lot of fine- 
tuning,” says Setos, adding that the 
most important achievement will be 
“not to get between the fans and the 
game.” ■ 


Broadcast and cable networks 
ready for kickoff 

Although the advance publicity 
might suggest otherwise, Fox is 
not the only network covering the 
NFL this season. 

Having renewed their rights to 
the NFL for four years at the 
same time Fox usurped CBS’s, 

ABC, NBC, ESPN and Turner’s 
TNT are back with similar pack¬ 
ages and a few new twists in cov¬ 
erage. 

ABC renewed its Monday 
Night Football package for $920 
million (up 2%), while NBC TBS/TNT Sports' Pat Hadden and Gary Bender 
reupped for the American Foot¬ 
ball Conference with an $868 million bid (up 15%). 

On the cable side, ESPN and TNT agreed to pay $524 million and $496 
million, respectively, for 12-game packages over four years, including nine 
regular season games, most of which will air on Sunday nights. 

The four networks are all taking advantage of an NFL ruling allowing 
reporters to rove the sidelines during games. But there are restrictions— 
they must stay inside the 20-yard lines and are prohibited from interviewing 
players or coaches during games and at halftime. 

NBC is sending Hanna Storm and John Dockery to the sidelines. ABC 
has picked Lynn Swann. Mark Malone has the assignment for ESPN; 
Kevin Kiley for TNT. 

NBC has landed Greg Gumbel to host NFL Live. He replaces Jim Lam- 
pley, who’s been reassigned to play-by-play. NBC also picked up former 
CBS analyst Randy Cross and former all-Pro tackle Bob Golic. 

Meanwhile, ABC has reformatted its halftime show, now the 
Toyota/Lexis Half-Time Report. Veteran Sports Illustrated writer and NFL 
specialist Peter King has been signed as a correspondent for the new 
show. Brent Musburger will anchor the broadcast. 

ESPN signed the just-retired New York Giants quarterback Phil Simms 
as a studio analyst. And TNT has Simms’s former teammate Lawrence 
Taylor. “He’s funny, he’s irreverent and he’s a Hall of Famer,” says Don 
McGuire of Turner Sports. —SM and RB 
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College football preps for ’96 

Conferences sew up broadcast and cable rights deals 

By Rich Brown 


W hile there are still two more 
seasons to go on the College 
Football Association’s five- 
year deal with ABC and ESPN, 
changes already are brewing for the 
1996 season. 

College conferences now part of the 
CFA have been busy signing their own 
deals for national TV coverage that 
will kick in once the CFA’s five-year 
deal with ABC and ESPN expires in 
1996. 

The Southeastern Conference and 
the Big East have struck deals with 
CBS and ESPN; the Atlantic Coast 
Conference and the Western Athletic 
Conference have signed agreements 
with ABC and ESPN. And the Big 12 
has a deal in place with ABC and 
Prime Network. Prime, a division of 
Prime SportsChannel Networks, also 
recently signed on to be exclusive 
cable distributor of PAC 10 football, 
beginning in 1995. 

In addition to the CFA games, ABC 
and ESPN have national rights to Big 
10 and PAC 10 games this season. 
They are in the fifth year of a six-year, 
$119 million deal. 

ESPN will return for a second year 
as distributor of college football on 
pay per view. It will offer up to 36 out- 
of-market games to a potential 28 mil¬ 
lion homes through Viewer’s Choice 
and Request Television. 

Completing the national picture, 
NBC is entering the fourth year of a 
five-year, $30 million deal with Notre 
Dame, giving the network exclusive 
rights to the independent football 
power. 

Overlaying the national TV deals, 
individual conferences and teams have 
various regional and local arrange¬ 
ments in place for the upcoming sea¬ 
son. Among them: 

Big East 

The eight-team football conference led 
by perennial power Miami is offering 
an 11-week game-of-the-week pack¬ 
age. With noon start times, games so 
far have cleared on 35 TV stations and 
regional cable sports networks, cover¬ 
ing 35% of the nation’s TV homes, 
according to a conference spokesman. 


Mid-American 

The 10-school Midwestern conference 
is syndicating a four-game package 
starting with the Sept. 24 contest 
between Bowling Green and Eastern 
Michigan. The conference so far has 
cleared seven regional cable networks 
covering 10 million homes and six TV 
stations and cable systems. Cable net¬ 
works include SportsChannel Ohio, 
SportsChannel Cincinnati, Sports¬ 
Channel Chicago, SportsChannel 
Philadelphia, PASS, KBL Network 
and Empire Sports Network. 

Western Athletic Conference 

Operated by conference champion 
Brigham Young University and the Air 
Force Academy, the Blue & White 
Sports Network plans a 12-game 
schedule starting Sept. 3 with BYU at 
Hawaii. According to a network 
spokeswoman, the package is cleared 
on regional cable networks and TV 
stations reaching viewers in 49 states 
(all but Indiana). 

PAC 10 

In the last year with the conference, 
Los Angeles-based Prime Ticket is 
producing 12 games this year, provid¬ 
ing two games to ESPN and syndicat¬ 
ing the 10 others to regional sports 
networks though Prime Network of 
Houston. In addition, according to 
PAC 10 assistant commissioner Duane 
Lindberg, two games will be televised 
by Liberty Sports and Prime Network, 
which will replace Prime Ticket as 
rightsholder starting with the 1995 
season. Their deal runs though 2000. 

Southwest Conference 

Raycom holds the rights to syndicate 
12 games beginning Sept. 3 with 
Texas at Pittsburgh. Raycom is still 
negotiating for syndication rights for 
the 1995 season, which will be the 
final season for the conference. Con¬ 
ference teams are set to join either the 
Big 8 or Western Athletic Conference 
following the 1995 season. 

Southeastern Conference 

Rightsholder Jefferson-Pilot Sports 
plans to syndicate 12 or 13 games 
throughout the nine-state SEC region. 


The coverage starts with Ole Miss 
hosting Auburn on Sept. 3, 

Atlantic Coast Conference 

Jefferson-Pilot is syndicating a 12- 
week package throughout the six-state 
ACC region. ■ 


Radio rights 
for football 
inch up 

Total fees paid by stations: 
$54.4 million 

By Donna Petrozzello 


R adio broadcasters will pay 
slightly more for NFL rights to 
air professional football games 
in 1994, approximately $54.4 million, 
compared with last year’s total $53.6 
million, according to Broadcasting 
& Cable’s exclusive market-by-mar¬ 
ket survey of local NFL radio con¬ 
tracts. 

Popular teams, such as the Chicago 
Bears, San Francisco 49ers, Dallas 
Cowboys and Washington Redskins, 
commanded the highest rights fees, 
with the Bears and 49ers leading the 
pack at $4.5 and $4.0 million, respec¬ 
tively. The Bears’ rights fees increasd 
by $500,000, from $4.0 million in 
1993 to $4.5 million. But for other 
highly sought teams, the fees 
remained constant from last year. 

Several teams entered nontradition- 
al broadcasting arrangements for 
1994, including the Indianapolis 
Colts and Cleveland Browns, which 
signed partnership agreements with 
Sports Marketing Inc. to jointly sell 
broadcast rights and advertising 
inventory on stations that purchased 
the rights to air the games. The Los 
Angeles Raiders and Rams will con¬ 
tinue a similar partnership with Ned- 
erlander Sports Marketing this year. 
The Arizona Cardinals, formerly 
the Phoenix Cardinals, in December 
signed a similar marketing agree¬ 
ment with Media America Corp. The 
Cardinals’ deal also allows advertis¬ 
ers that want to buy inventory during 
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the radio broadcasts to purchase time 
for games broadcast on Media Amer¬ 
ica-owned television stations in the 
Phoenix area, says John Shean, 
director of broadcast sales for 
KESZ(FM). 

CBS Radio Sports this year enters 
the fifth year of a five-year, $6 mil¬ 
lion contract with the NFL to provide 
play-by-play coverage of 31 regular 
season and 12 postseason games, 
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including the Super Bowl. In addi¬ 
tion, CBS’s Spanish-language net¬ 
work CBS Americas will carry cover¬ 
age of four postseason games and the 
Super Bowl. The 1994 season marks 
CBS’s 15th season of NFL coverage 
and the fifth consecutive year of 
Spanish-language postseason game 
coverage. 

CBS also welcomes back its slate 
of game announcers, including Jack 


Buck and Hank Stram, a duo that 
teamed when CBS launched its NFL 
coverage in 1978. Joining Stram and 
Buck are announcers Pat Haden, 
Howard David, John Rooney and 
John Dockery. Greg Gumbel and Matt 
Millen will host the pregame and half¬ 
time shows. Returning CBS Americas 
announcers are Rene Giraldo, Jessi 
Losada, Armando Quintero and Fuad 
Reveiz. ■ 


1994 LOCAL RADIO FOOTBALL UNEUP 


NFC 




# of 

Contract 

1993 

1994 

Team 

Flagship 

stations 

status 

rights in 

rights in 


in 

(year of 

millions 

millions 



network 

years) 




EASTERN DIVISION 


1 Dallas 
Cowboys 

KVIKFM) 

90 

4/5 

S3.5 

$3.75 

New York 
Glanls 

WOR(AM) 

27 

2/5 

$2.5 

S2.8 

Eagles ** 

WYSP(FM) 

14 

3/4 

$2.0 

$2.0 

Arizona 

Cardinals* 

KESZ(FM) 

20 


$1.4 


Washington 

Redskins 

WIEM(AM)- 

W8IG-FM 

93 

3/3 

$3.5 

$3.5 


CENTRAL DIVISION 


Chicago 

Bears 

WGN(AM) 

41 

2/3 

$4.0 

$4.5 

1 Detroit 

Lions 

WWJ(AM) 

36 

3/3 

$1.5 

$1.5 

Green Bay 
Packers 

WTMJ(AM) 

40 

2/4 

$0.8 

SOB 

Minnesota 

1 Vikings 

KFAN(AM)- 

KEEY(FM) 

95 

4/4 

$1.3 

$1.4 

Tampa Bay 
Buccaneers 

WQYK(AM) 

13 

4/5 

$1.0 

$1.1 


WESTERN DIVISION 


Atlanta 

Falcons 

WSB(AM) 

65 

3/3 

$1.4 

$1.4 

Los Angeles 
Rams 

KMPC(AM) 

11 

1/1 

$2.5 

$2.4 

Hew Orleans 
Saints 

WQUE(AM) 

57 ' 

3/5 

$5.0 

$1.0 

San Francisco 
49ers 

KGO(AM) 

42 

2/2 

$4.0 

$4.0 


AFC 

Team 

Flagship 

#of 

stations 

in 

network 

Contract 
status 
(year of 
years) 

1993 
rights in 
millions 

1994 
rights ta 
millions 

EASTERN DIVISION 


1 Buffalo 
| Bills 

WBEN(AM) 

21 

1/4 

$1.6 

$1.2 

Indianapolis 
| Colts 

WMOE(AM)- 

WF8Q(FM1 

30 

3/3 

$0.8 

$0.8 

Miami 

Dolphins 

WIOD(AM) 

' WQBA(AM) 

35 

0 

1/3 

173 

SI.4 
$0.6 

$1.5 

io 

New England 
Patriots 

WBZ(AM) 

30 

T/l 

' $1.4 

$1.6 

New York 

Jets 

WFAN(AM) 

3 

2/3 

$1.6 

$1.6 

CENTRAL DIVISION 


Cincinnati 

Bengals 

WCKY(AM) 

30 

1/3 

$1.2 

$1.0 

Cleveland 

Browns* 

WD0K1FM) 

WKNR(AM) 

46 


$1.8 


Houston 
| Oilers 

KIRHtAMl 

39 

5/5 

$1.5 

$1.5 

1 Pittsburgh 

Steelers 

WTAE(AM)- 

WVTY(FM) 

35 

2/3 

$1.5 

$1.5 

| WESTERN DIVIS 

DON 


Denver 

Broncos 

KOA(AM) 

60 

6/7 

$2.0 

$2.5 

Kansas City 
| Chiefs 

KCFX(FM) 

86 

1/3 

$1.2 

$1.5 

Los Angeles 
Raiders 

KFI(AM) 

23 

2/3 

$2.4 

$2.6 

San Diego 
Chargers 

XTRA(AM) 

2 

4/5 

$1.0 

$1.0 

1 Seattle 
Seahawks 

KIRO(AM) 

43 

4/4 

$2.5 

S2.5 


‘The If owns and (ardnok retflto ^heir radio f If his, ptodiKlng gurney fifing lane and contracting will sfdlfom for brtalfBtf 
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